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The  Microsoft  Cloud  gives  Special  Olympics  instant  access 
to  key  performance  and  health  data  for  every  athlete, 
no  matter  where  they  are.  Microsoft  Azure  and  Office  365 
help  streamline  the  management  of  81,000  events  across 
170  countries  each  year.  So  the  focus  can  be  on  changing 
the  lives  of  athletes,  and  that's  the  true  victory. 
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Double-Duty  CIOs 

A  funny  thing  happened  on  the  way  to  CIOs  becoming  strategic  busi¬ 
ness  leaders.  Everybody,  it  seems,  landed  a  second  job  along  the  way. 

In  the  past  few  months,  I’ve  talked  with  many  CIOs  who  are  also  chief 
digital  officers,  chief  process  officers,  chief  operating  officers  or  senior  vice 
presidents  of  various  business  functions.  Their  day  jobs  include  activi¬ 
ties  like  leading  mergers  and  acquisitions,  or  managing  supply  chains, 
or  developing  new  products  and  services,  or  running  global  operations. 

I’m  always  suitably  impressed  (and  more  than  a  little  amazed)  by  the 
expanding  workloads  these  CIO-plus  executives  are  carrying. 

But  I’m  often  left  wondering  how  they  do  it  all  without  having  a  ner¬ 
vous  breakdown. 

This  month’s  cover  story  (“Doing  Double  Duty,”  page  20)  not  only 
answers  my  question  about  the  mental  health  prospects  of  CIO-plus  execs, 
it  also  reveals  why  this  trend  is  thriving  and  expanding. 

“IT  already  is  related  to  every  single  part  of  a  business,”  writes  Julia 
King,  a  CIO  contributing  editor.  That  horizontal,  helicopter-view  of  busi¬ 
ness  processes  gives  IT  leaders  the  opportunity  to  “more  readily  iden¬ 
tify  business  stumbling  blocks  and  innovate  process  improvements  that 
increase  business  value.” 

The  key  word  there  is  opportunity.  The  CIOs  who  step  up  for  double 
duty  are  rarely  drafted  into  these  roles.  They  volunteer. 

That’s  what  Elizabeth  Hackenson  of  AES  did  when  she  approached 
her  CEO  about  taking  on  bigger  challenges.  Now  CIO  and  senior  vice 
president  of  technology  and  services,  she  oversees  IT,  cybersecurity,  cor¬ 
porate  services,  internal  audit,  a  global  insurance  group  and  a  new  energy 
business  that  includes  a  rooftop  solar  company.  Whew.  “A  lot  of  what’s 
been  moved  under  me  is  stuff  where  you  need  strong  relationships  rather 
than  command  and  control,”  Hackenson  says.  “It’s  more  about  influence.” 

Our  story  delves  into  the  details  of  how  CIOs  manage  these  expanded 
roles,  which  require  trusted  deputies,  high-performing  teams  and  plenty 
of  mentoring.  They  also  broaden  the  career  horizons  of  the  IT  group. 

Mike  Capone,  former  CIO  and  head  of  product  development  at  ADP, 
noticed  how  his  dual  role  paved  the  way  for  greater  talent  migration  from 
IT  into  product  development.  As  IT  blends  more  deeply  with  business, 
he  says,  “CIO  is  no  longer  a  destination  job.” 


Maryf  ran  Johnson,  Editor  in  Chief,  CIO  Magazine  Sr  Events 

mfjohnson@cio.com 


Browsers,  Not  Buyers 

Mobile  devices  are  effective  for  brows¬ 
ing  online,  and  social  media  can  help 
consumers  learn  more  about  products,  but 
these  digital  tools  don't  generally  lead 
to  purchases.  In  a  Synchrony  Financial 
survey  of  6,700  shoppers,  45  percent 
of  the  respondents  said  they  perform 
shopping-related  tasks  via  mobile  devices, 
up  4  percent  since  last  year,  but  only  18 
percent  of  browsers  went  on  to  purchase 
a  product  using  a  mobile  device.  Of  the 
respondents  who  are  social  media  users, 
only  30  percent  said  they  have  made  a 
purchase  after  seeing  a  product  on  a  social 
channel,  up  4  percent  from  2014. 
www.cio.com/article/2951466/  i 

Interoperability  Lacking 

Healthcare  IT  executives  recently  told  Con¬ 
gress  that  vendors  of  electronic  health 
record  (EHR)  systems  use  proprietary 
standards  and  deceptive  strategies  to  lock 
users  into  their  products  and  keep  systems 
from  communicating  with  one  another. 

"The  biggest  challenge  we  face  is  liberat¬ 
ing  patient  data  from  EHR  systems  to 
make  it  interoperable,"  testified  David  Ken¬ 
drick,  chair  of  the  Department  of  Medical 
Informatics  at  the  University  of  Oklahoma. 
www.cio.com/article/2952402/ 

Apple  Disappoints  CIOs 

Apple  is  slowly  wading  into  enterprise  IT 
waters,  but  the  company  gives  preferen¬ 
tial  treatment  to  big  corporations  that 
have  contracts  with  its  partner,  IBM.  CIOs 
also  say  the  initial  fruit  of  that  partner¬ 
ship,  AppleCare  for  Enterprise,  mostly 
disappoints.  Apple  is  "immature  in  their 
process  and  evolution  of  working  with  a 
business,"  says  Stuart  Appley,  CIO  of  real 
estate  firm  Shorenstein. 
www.cio.com/article/2951872/ 


Have  a  comment  about  a  story  in  this 
issue?  Go  to  www.cio.com/magazine  or 
write  to  lettersdpcio.com. 
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Doing  More  for  Society  can  Boost  Business  Benefits 


WITH  MORE  DATA  ANALYSIS,  can  your  enterprise  make  better  decisions  and 
increase  revenues?  No  question  about  it.  But  with  better  insight  from  more  data 
analysis,  can  your  enterprise  extend  its  reach  to  improve  society,  too?  The  two 
concepts  are  neither  mutually  exclusive  nor  farfetched. 

According  to  a  recent  IDG  Research  Services  survey,  the  idea  of  "Social  innovation" 
—  using  technology  to  improve  not  only  revenues  but  society  as  well  —  is  gaining 
significant  traction.  Enterprises  are  exhibiting  a  high  level  of  interest  in  something 
that  isn't  entirely  financially  motivated  for  one  simple  reason:  the  world  is  more 
interconnected  and  interdependent  than  ever  before.  Organizations  are  starting 
to  see  more  value  in  reaching  outside  their  immediate  environment  for  better 
perspectives,  and  using  those  insights  for  both  financial  and  altruistic  pursuits. 

That  may  not  be  business  as  usual,  but  societal  trends  now  have  a  greater 
influence  on  organizations  than  ever  before.  As  the  Harvard  Business  Review 
once  noted,  "seeking  legitimacy  or  public  approval  by  aligning  corporate 
objectives  with  social  values  has  become  a  business  imperative." 


Business  Decisions/Practices  Align  with  Belief,  "Doing 
More  for  Society  is  Ultimately  Good  for  Business" 
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Somewhat 


Most  of  the  survey  respondents  agree  with  this  view,  both  personally  and 
professionally.  Some  60%  of  respondents  report  their  organizations'  business 
decisions  align  with  the  belief  that  "doing  more  for  society  is  ultimately  good  for 
business,"  and  these  results  are  consistent  across  multiple  industries. 


In  the  public  sector,  respondents  are  interested 
in  increasing  collaboration  among  departments, 
improving  public  safety  and  security,  and  building 
a  more  efficient  societal  infrastructure.  For 
instance,  public  safety  organizations  can't  afford 
to  install  security  cameras  everywhere,  but 
with  the  ability  to  collaboratively  tie  into  private 
organizations'  security  cameras,  first  responders 
can  react  more  quickly  to  solve  crimes  and 
prevent  incidents. 

Interest  exists  even  in  industries  that  might  be 
considered  unlikely  entities,  such  as  banking. 
Consider  the  possibilities  of  using  both  account- 
holder  and  third-party  data  to  identify  on  a 
more  granular  basis  which  neighborhoods  are 
ripe  with  investment  potential,  thereby  opening 
up  lending  opportunities  to  customers  in  lower 
socioeconomic  ranks. 

Getting  Started  With 
Social  innovation 

To  move  forward,  organizations  need  to  understand 
the  obstacles  that  could  impede  their  progress, 
whether  it's  gathering  resources  for  new  analytics 
solutions,  the  cost  of  new  services  and  expertise,  or 
data  integration.  Organizations  want  to  find  partners 
with  experience  in  critical  areas,  citing  expertise  in 
analytics  and  systems  integration  as  most  important. 
Other  criteria  cited  as  important:  data  management 
expertise  and  industry/operational  expertise. 


When  the  survey  linked  technological  capabilities  to  Social  Innovation,  the 
results  were  equally  emphatic.  In  the  healthcare  industry,  organizations  want 
to  use  social  innovation  to  improve  the  level  of  personalized  care,  reduce 
healthcare  costs,  and  improve  patient  satisfaction.  For  instance,  wearable 
or  remote  devices  transmitting  patient  information  can  mean  fewer  visits 
to  hospitals  and  clinics,  and  thus  can  lower  costs. 


But  the  most  important  characteristic  is  the 
desire  to  intertwine  efforts  to  boost  revenues  and 
increase  Social  Innovation  efforts.  And  as  long  as 
organizations  understand  that  they  can  do  both 
without  adversely  affecting  one  or  the  other,  their 
efforts  will  be  rewarded. 


^Hitachi  Data  Systems 


CIO 


Strategic  Marketing  Services 


For  more  information  about  how  FIDS  can 
help  you  implement  Social  Innovation  at 
your  organization,  visit  www.hds.com/ 
solutions/social-innovation 
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A.I.  Ethics  Emerge 

Growing  up,  it  was  great  fun  watching  shows  like  Star  Trek,  The  Jetsons, 
Flash  Gordon  and  The  Green  Hornet.  They  made  you  dream  about  what  life 
would  be  like  with  amazing  technologies  at  your  disposal. 

Now  we’re  all  grown  up  and  actually  using  some  of  the  once-imaginary 
marvels  from  those  TV  shows  (except  for  George  Jetson’s  flying  car,  which 
I’m  still  waiting  for!). 

On  a  recent  overseas  trip,  I  watched  the  new  British  sci-fi  film  ExMachina, 
which  tells  the  story  of  a  programmer  pushing  the  boundaries  of  artificial 
intelligence  with  a  robot  named  Ava.  Not  long  after  that,  I  read  about  Elon 
Musk,  Stephen  Hawking  and  thousands  of  A.I.  researchers  calling  for  a 
ban  on  autonomous  weapons,  a.k.a.  ‘killer  robots.’ 

While  some  people  scoff  at  such  warnings,  we  need  to  remember  that 
humans  think  in  linear  rather  than  exponential  terms.  That’s  the  primary 
reason  Moore’s  Law  continues  to  outperform  itself.  It’s  also  why  we  should 
expect  the  rate  of  technology  evolution  to  outpace  that  of  human  evolution. 

Another  compelling  addition  to  this  burgeoning  debate  is  the  open  let¬ 
ter  from  the  Future  of  Life  Institute,  in  which  A.I.  scientists  emphasize  the 
importance  of  using  A.I.  for  societal  benefit,  not  destruction  and  war.  Let’s 
use  artificial  intelligence  to  eradicate  disease  and  poverty,  the  letter  argues, 
and  “reap  its  benefits  while  avoiding  potential  pitfalls.”  Coupled  with  that 
letter,  Musk  made  a  $10  million  donation  aimed  at  keeping  A.I.  “beneficial 
for  humanity.” 

All  of  this  puts  the  question  of  A.I.  ethics  on  the  table,  at  exactly  the  right 
moment.  Why  play  the  ethics  card  so  early,  before  some  of  the  imagined  ben¬ 
efits  have  even  materialized?  Stuart  Russell,  a  pioneering  A.I.  researcher, 
worries  that  this  technology  will  be  exploited  for  military  use  rather  than 
human  advancement.  He  and  other  scientists  compare  the  potential  of  A.I. 
with  that  of  nuclear  technology,  reminding  us  that  the  original,  primary 
interest  in  nuclear  reactions  was  as  an  “inexhaustible  supply  of  energy.”  Not 
bombs.  As  Hawking  said:  “I  think  there  is  a  reasonable  analogy  between 
unlimited  amounts  of  energy  and  unlimited  amounts  of  intelligence.  Both 
seem  wonderful  until  one  thinks  of  the  possible  risks.” 

When  so  many  of  the  world’s  smartest  people  raise  their  hands  to  warn 
us,  we  should  not  only  hear  them  but  heed  them.  As  we  contemplate  the 
future  of  artificial  intelligence,  let’s  keep  a  strong  a  grip  on  our  ethics. 


Michael  Friedenberg,  CEO 

mfriedenberg@idg.com 
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TRAPPED  BY  YOUR  OUTDATED 
LEGrACY  81  SOLUTION? 


Not  to  worry.  Birst  has  you  covered. 

Birst’s  next-generation,  2-Tier  Bl  and  Analytics 
solution  enables  you  to  break  free.  Deliver  the  fast, 
self-service  Bl  and  analytics  experience  your 
business  users  are  demanding,  while  transparently 
enforcing  data  governance.  Birst  enables  organiza¬ 
tions  to  deal  with  the  reality  of  today’s  Bl  needs  by 
supporting  both  centralized  and  decentralized 
deployments  in  a  single  system. 

Learn  how  other  enterprise  CIOs  are  leveraging 
Birst  to  modernize  their  Bl  and  Analytics.  Visit 
birst.com/CIOs. 

The  next-generation  standard  for  enterprise  Bl  &  Analytics 


birst 


Is  Silicon  Valloy 
Numb  to  Age 
Discrimination? 


CIO.com  is  always  with  the  CIO ... 
in  more  ways  than  one. 

WE’RE  AVAILABLE  TO  YOU  on  your  mobile  phone  on  the  way  to 
work,  on  your  computer  at  the  office  and  on  your  tablet  at  home. 

WE’RE  THERE  FOR  YOU  when  you  have  to  prepare  to  present  a 
security  policy  to  the  board  of  directors;  when  you  need  to  create 
an  RFP  for  moving  apps  to  the  cloud;  when  the  CMO  needs  to  tap 
data  analytics  to  target  new  customers;  when  you  need  to  recruit 
data  scientists,  engineers  and  developers;  and  when  it’s  time  to 
make  that  big  career  move. 
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ILLUSTRATION  BY  LISA  ADAMS 


IT  in  Plain  English 

Bringing  a  professional  communicator  into  your  department 
can  build  business  credibility  by  beth  stackpole 


EMC  recently  experienced  a  minor  data  center  outage  caused  by  a  lightning  strike.  Episodes  like 
that  used  to  result  in  aggravated  users  pointing  fingers  at  the  IT  department,  which,  while  often 
quick  to  solve  the  problem,  was  not  always  adept  at  communicating  its  plan. 

This  time  it  was  a  different  story.  Under  direction  from  Patrick  Cooley,  senior  manager  of  IT 
marketing  and  communications,  the  CIO’s  office  sent  an  email  that  explained  the  problem  and  the 
steps  IT  would  take  to  avoid  a  repeat  performance. 

“We  were  able  to  communicate  what  was  happening,  why  the  disaster  recovery  plan  didn’t  work, 
and  what  the  impact  was  to  the  business,”  says  Vic  Bhagat,  CIO  at  EMC,  a  $24.4  billion  company 
with  70,000  employees.  “But  we  also  communicated  how  we  would  use  this  event  as  a  learning 
experience.  I  wouldn’t  have  thought  of  that  from  an  IT  perspective.  I  would  have  been  more  defensive.” 

Bhagat  and  a  small  but  growing  number  of  CIOs  are  recognizing  the  value  of  having  a  dedicated 
communications  specialist  to  help  build  and  nurture  the  IT  brand.  In  a  recent  CIO  Executive  ►  ► 
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►  ►  IT  in  Plain  English  Continued  from  page  9 


Council  survey,  80  percent  of 202  IT  leaders 
polled  said  that  they  rank  building  trust  and 
credibility  as  high-priority  goals,  but  only  4 
percent  said  that  they  were  highly  satisfied 
with  the  effectiveness  of  IT’s  internal  com¬ 
munication  with  business  units.  Half  of  the 
respondents  said  that  a  lack  of  communica¬ 
tion  talent  holds  their  teams  back. 

“I  need  someone  to  help  communicate  and 
change  the  conversation  I  have  with  busi¬ 
ness  and  put  things  in  business-enablement 
terms— not  technical  terms,”  Bhagat  says. 

“We  can’t  say,  ‘We  built  an  AWS  [cloud] 
capability,  use  ours,’  we  have  to  communi¬ 
cate  to  the  business  that  we  can  provide  a 
better  connection  in  a  secure  way. 

I  could  build  the  best  system  out 
there,  but  if  I’m  unable  to  commu¬ 
nicate  the  value  to  the  business,  it 
doesn’t  matter  what  I  bring  to  the 
table— they’ll  go  elsewhere.” 

Indeed,  one  reason  for  hiring 
an  IT  communications  profes¬ 
sional  is  that  IT  departments  face 
stiff  competition  from  external 
IT  and  cloud  service  providers. 

Another  reason  is  to  cut  down  on 
jargon-filled  emails. 

Cooley  says  he  tailors  messages  to  specific  audiences.  “Peo¬ 
ple  are  constantly  being  bombarded  with  too  much  email  that’s 
too  intrusive  and  too  jargony,”  he  says.  “I  can  help  look  for  ways 
to  better  leverage  social  media  and  target  people  with  the  best 
[communication]  vehicle.” 

Jay  Kerley,  CIO  at  $9  billion  semiconductor  equipment 
maker  Applied  Materials,  says  he’s  fully  committed  to  having 
a  dedicated  IT  communications  specialist— specifically,  Glaston 
Ford,  his  director  of  IT  marketing— because  it’s  not  always  easy 
to  explain  complex  topics  to  various  stakeholders,  including  the 
company’s  executives,  its  14,000  employees,  and  external  par¬ 
ties.  “A  professional  communications  role  has  the  background 
and  understanding  to  recognize  all  the  stakeholders  and  be  able 
to  look  at  them  through  different  sets  of  eyes,”  Kerley  says.  “The 
truth  is  what’s  important  to  me  is  not  important  to  90  percent 
of  the  rest  of  the  population.” 

Beth  Stackpole  is  a  freelance  writer  based  in  Massachusetts. 


AT  WORK:  smart 

WATCHES  &  GLASSES 

CIOs  expect  wearable  tech,  such 
as  the  Apple  Watch  or  Google 
Glass,  to  become  common  in  the 
workplace  within  five  years. 


YES** 

81% 


NO 

16% 


**  Timing  esti¬ 
mates  varied 
most  said  in 
the  next  3  to 
5  years 


DONT  KNOW 


Will  wearable  te 
be  a  commonly  used 
workplace  tool? 


Note:  Percentages  don't  add  to  100%  because  of  rounding. 

SOURCE:  ROBERT  HALF  TECHNOLOGY  SURVEY  OF  2,400  CIOs,  APRIL  2015 


'People  are... 
bombarded 
with  too 
much  email 
that's  too 
intrusive  and 
too  jargony." 

-Patrick  Cooley,  senior 
manager,  IT  marketing  and 

communications,  EMC 
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Wearables 
Get  Federal 
Attention 

Companies  that  use  wearable  computing 
devices  as  part  of  their  workplace  wellness 
programs  may  soon  have  to  make  room  for 
another  player:  the  federal  government. 

The  U.S.  Equal  Employment  Opportunity 
Commission  (EEOC)  has  issued  a  proposed 
rule  covering  the  privacy  of  the  data  that's 
collected  from  wearables  in  employee  health 
programs.  The  EEOC  distinguishes  between 
simple  health  data-such  as  the  number  of 
steps  a  person  takes  each  day-and  medical 
data,  such  as  a  person's  heart  rate.  For  the 
latter,  the  EEOC  proposal  would  require  a 
higher  level  of  data  privacy. 

Although  the  EEOC  proposal  doesn't  men¬ 
tion  specific  products  like  a  Fitbit,  Jawbone  or 
smartwatches,  many  such  devices  and  fitness 
apps  record  a  person's  heart  rate  during  a 
workout  or  over  several  workouts. 

Some  companies  say  the  regulation,  if 
adopted,  could  drive  up  costs  and  endanger 
their  efforts  to  promote  employee  health.  Iron 
Mountain,  which  has  1,600  workers  using 
wearables  to  collect  data  for  a  wellness  pro¬ 
gram,  said  it  could  be  forced  to  scale  back  its 
initiative  or  kill  it  completely.  -Ken  Mingis 
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PHOTO  COURTESY  OF  SONY 


Your  enterprise  is  only  as 
secure  as  your  ability  to  see 

all  the  data. 


That's  where  we  come  in.  LogRhythm's  next-generation  security  intelligence  platform  identifies  high- 
impact  threats  and  neutralizes  them  before  they  can  result  in  a  material  breach.  It  uniquely  unifies  SIEM 
and  log  management  with  network  and  endpoint  forensics  and  advanced  security  analytics  to  provide 
comprehensive  threat  life  cycle  management  and  the  ideal  foundation  for  today's  cyber  security  operations. 

:::  Log  Rhythm* 

Assess  your  Security  Intelligence  now  at  logrhythm.com/simm  The  Security  Intelligence  Company 
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Cancer  Society  Gathers  Donor  Data 

Mobile  app  for  fundraising  helps  employees  and  volunteers  accept  credit  card 
donations  at  events  and  learn  more  about  donors  by  lauren  brousell 


NONPROFITS  Charities  depend  on 
forming  relationships  with  people 
who  will  volunteer  their  time  and 
donate  money  again  and  again.  But 
officials  at  the  American  Cancer  Soci¬ 
ety  (ACS)  felt  that  slow  processes  and 
a  lack  of  data  about  donors  were  result¬ 
ing  in  missed  opportunities. 

In  an  effort  to  learn  more  about 
donors  and  make  it  easier  for  them 
to  pay  by  credit  card  instead  of  cash 
or  checks,  the  ACS  rolled  out  an 
iOS  mobile  app  for  fundraising.  (An 
Android  version  is  in  the  works.)  “The 
ultimate  strategy  here  is  to  meet  peo¬ 
ple  where  they  want  to  give.  We  never 
want  to  leave  a  door  closed,”  says  CIO 
Jay  Ferro. 

Using  the  app,  employees  and  vol¬ 
unteers  can  accept  donations  before 
and  during  ACS  events  by  taking  a 
photo  to  securely  capture  a  credit 
card  or  check.  The  expedited  payment 


system  allows  the  ACS  to  update  an 
event’s  fundraising  data  in  real  time, 
so  employees  don’t  have  to  wait  until 
checks  are  processed  and  data  is 
entered  into  the  system.  “The  [app’s] 
back-end  reconciliation  is  really  not  an 
issue,”  says  Ferro.  “It  flows  through  the 
transaction  system  almost  seamlessly.” 

The  ACS  IT  department  partnered 
with  the  charity’s  marketing,  finance 
and  innovation  teams  to  develop  a 
prototype  of  the  app  using  the  agile 
software-development  methodology. 

For  the  payment  capabilities,  the 
ACS  used  PayPal’s  credit-card  scan¬ 
ning  technology.  Using  the  scanning 
capability  of  a  smartphone  camera, 
the  user  takes  a  photo  of  the  front  of  a 
card  or  check,  validating  the  number 
without  storing  it  locally.  The  technol¬ 
ogy  doesn’t  require  add-ons  like  card 
swipers  or  dongles. 

The  app  is  also  helping  the  ACS 


learn  more  about  its  donors  and  volun¬ 
teers  by  collecting  data  such  as  names, 
email  addresses,  social  media  accounts 
and  events  attended. 

“The  more  you  know  about 
[donors],  the  more  you  can  tailor  your 
pitch  to  those  individual  people,”  says 
Alden  Briscoe,  executive  vice  presi¬ 
dent  of  Brakeley  Briscoe,  a  manage¬ 
ment  and  fundraising  consultancy 
for  nonprofits.  “The  real  goal  is  to  turn 
one-time  donors  or  initial  donors  into 
consistent  donors.” 

The  ACS  says  its  fundraising  app 
is  the  first  of  its  kind  in  the  nonprofit 
sector.  Based  on  early  results,  the  orga¬ 
nization  expects  the  app  to  reduce  the 
cost  and  time  for  processing  check 
donations,  increase  event  revenue  and 
reduce  fundraising  costs. 


Lauren  Brousell  is  a  senior  writerforCIO.com. 
Follow  her  on  Twitter:  (SLBrousell. 
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Google  Offers  'Buy'  Button 


IEEE  Panel  Seeks  Wi-Fi  Privacy 


RETAIL  Google  is  rolling  out  a  new  service  that  lets 
users  buy  retail  items  directly  from  the  search  results 
page  on  mobile  devices.  The  goal  is  to  make  mobile 
search  more  useful  and  give  advertisers  a  new  way  to 
attract  customers. 

A  new  link  reading  "Buy  on  Google”  will  appear  in 
the  ads  that  show  up  after  users  search  for  certain 
retail  items.  Clicking  on  that  link  will  take  you  to  a 
retailer-branded  product  page,  hosted  by  Google, 
where  you  can  get  more  information  about  the 
product,  like  reviews,  and  select  item  quantities.  A 
checkout  button  will  let  you  enter  and  save  payment 
information,  and  provide  a  shipping  address,  before 
placing  the  order. 

Early  testers  of  the  feature  include  Under  Armour, 
eBags  and  Staples.  -Zach  Miners 


Wi-Fi  An  IEEE  study  group  says  the  Wi-Fi  protocol  should 
be  updated  to  use  randomly  generated  addresses  for  better 
security  and  privacy. 

The  current  802.11  Wi-Fi  standards  were  designed  so  that 
each  mobile  device  gets  its  own  unique  media  access  control 
(MAC)  address-which  allows  spies,  criminals  and  advertisers 
to  track  mobile  device  users.  "Because  of  the  uniqueness  of 
the  identifier  and  the  fact  that  they're  not  encrypted,  you 
can  easily  make  a  connection  between  the  identifier  and  the 
user,"  says  Juan  Carlos  Zuniga,  chair  of  the  IEEE  802  Privacy 
Executive  Committee  Study  Group. 

Zuniga  says  he  hopes  his  group's  recommendations  will 
be  incorporated  into  the  next  version  of  the  802.11  standard, 
but  that  could  take  years.  Until  then,  he  says  device  manufac¬ 
turers  could  proactively  generate  random  identifiers,  with¬ 
out  waiting  for  the  standard  to  catch  up.  -Maria  Korolov 
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Want  to  be 
in  the  know 
about  the 
latest 
IT  topics 
and  trends? 


Become  a  CIO 
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You’ll  gain  exclusive  access  to  premium 
content  and  resources,  including: 


■  What  to  buy.  In-depth  reviews  of  IT  and 
busines  solutions 

■  Executive  and  Peer  Interviews  and  Insights. 
Deep  dives  with  the  industry’s  top  thinkers 

■  Practical  tips.  How-to  articles  for  IT  and 
business  professionals 

■  Exclusive  research  &  analysis.  Incisive 
reports,  case  studies,  and  more 
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■  Invitations  to  select  events.  Get  the  inside  edge 
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Making  a  Case  for  Security 

A  law  firm  handling  sensitive  documents  uses  its  security 
certification  as  a  competitive  differentiator  by  mary  k.  pratt 

International  law  firm  Shook,  Hardy  &  Bacon  touts  more  than  its  legal  skills  to  current  and 
potential  clients:  It  also  pitches  its  ability  to  protect  sensitive  client  information  from  cyberattacks. 

A  key  selling  point  is  Shook’s  recently  earned  ISO  27001  certification  for  information  security 
management.  “We  wanted  to  make  sure  we  had  the  processes  in  place  so  [clients]  had  confidence 
that  we  were  doing  the  best  we  could,”  says  the  firm’s  chair,  John  Murphy. 

Organizations  have  ample  reason  to  seek  reassurances  that  their  business  partners  are  doing 
enough  to  protect  their  data.  In  a  recent  PricewaterhouseCoopers  survey,  61  percent  of 1,322  global 
CEOs  polled  listed  cyberattacks  as  a  key  threat  to  their  organizations’  growth  prospects.  That’s  up 
from  48  percent  in  2014.  Meanwhile,  a  study  by  the  Ponemon  Institute  pegs  the  average  total  cost 
of  a  data  breach  at  $3.79  million.  ►  ► 
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Preoccupied 
by  potential  breaches? 


That's  where  AT&T  can  help.  Our  highly  secure 
global  network  actively  monitors  and  protects 
against  threats  in  near  real  time  -  helping  mitigate 
risks  before  you  have  to  worry  about  them. 
Leaving  you  free  to  focus  on  what  matters  most. 


MOBILIZING 

YOUR 

WORLD 


AT&T  Business  Solutions 
att.com/security 


►  ►  A  Case  for  Security  Continued  from  page  14 


John  Anderson,  Shook’s  CIO,  sought  the  ISO 
certification  in  2013  at  the  urging  of  the  firm’s 
information  governance  committee.  “We  wanted  a 
methodology  and  a  framework  that  ensures  we’re 
using  best  practices  for  information  security.  And, 
secondly,  we  wanted  third-party  verification  that 
proved  our  commitment  to  information  security 
to  external  parties,”  Anderson  says. 

According  to  Anderson,  Shook  spent  about 
$30,000  in  2013  and  another  $30,000  in  2014  on 
consultants  and  auditors  to  earn  the  certification; 
that’s  on  top  of  additional  cybersecurity-related 
spending  to  support  the  firm’s  security  strategy. 

Murphy  says  certification  has  strengthened 
Shook’s  position  in  the  legal  market.  He  says 
prospective  legal  clients  ask  the  firms  they’re 
evaluating  about  their  data  security  policies  and 
procedures;  some  even  specifically  ask  firms 
whether  they  have  the  ISO  certification. 

That’s  not  surprising,  Murphy  says,  considering 
that  Shook  clients  let  the  firm  have  access  to  highly 
confidential,  and  often  regulated,  data.  Those  in  the 
pharmaceutical  industry,  for  example,  share  sensi¬ 
tive  healthcare  and  drug  discovery  information. 

Not  a  Panacea 

However,  Steve  Wilson,  an  analyst  at  Constella¬ 
tion  Research,  cautions  that  businesses  shouldn’t 
view  ISO  27001  as  an  iron-clad  guarantee  of  great 
data  security.  “ISO  27001  is  a  management  process 
standard— it  doesn’t  tell  you  what  to  do  exactly  in 
security;  it  tells  you  how  to  go  about  managing  the 
security  function.  It  leaves  all  the  heavy  lifting  to 
the  enterprise,”  he  says. 

Wilson  advises  organizations  to  do  in-depth 
evaluations  of  their  business  partners’  cybersecu¬ 
rity  standards  to  ensure  they  haven’t  taken  a  merely 
robotic  approach  to  earning  the  ISO  certification. 

Nevertheless,  Shook  executives  say  the  market 
does  indeed  see  the  ISO  certification  as  an  endorse¬ 
ment  of  the  firm’s  cybersecurity  measures.  Ander¬ 
son  notes  that,  because  the  certification  requires 
organizations  to  not  only  uphold  specific  standards 
but  also  continually  review  and  improve  their 
security  postures,  the  certification  demonstrates 
Shook’s  commitment  to  cybersecurity. 

When  we  do  pitches  to  clients,  it’s  something  we 
mention,  because  it’s  a  differentiator.  It’s  a  competi¬ 
tive  advantage  right  now,”  Anderson  says. 


Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 


CTO  Lets  Sales  Team 
Choose  Ideal  Tablets 

BY  JEN  A.  MILLER 

hen  Wakefield  Canada,  the  exclusive  dis¬ 
tributor  of  Castrol  lubricants  in  Canada,  set 
out  to  replace  the  tablets  used  by  its  sales 
team,  it  went  right  to  the  source  to  figure 
out  what  to  buy:  The  people  who  would  be 
using  them  in  the  field.  "A  big  part  of  this  was  really  involving 
our  end  users  in  the  tool  selection,"  says  CTO  Kent  Mills. 

The  first  question  IT  asked  was  what  the  salespeople  didn't 
like  about  the  devices  they  were  using.  "Feedback  from  the 
sales  force  was  that  tablets  were  nice  but  they  were  too  slow 
to  start  up,  heavy  to  lug  around  and  they  just  weren't  that  con¬ 
venient  to  use,"  says  Mills. 

The  IT  team  narrowed  the  list  of  possible  replacements  to 
five  candidates,  including  tablets  from  Hewlett-Packard,  Sam¬ 
sung,  Microsoft  and  Apple.  In  conjunction  with  the  sales  force, 
IT  created  a  matrix  of  selection  criteria,  such  as  design,  display, 
integration,  performance,  peripherals,  support  and  security. 
Then  each  of  the  company's  top  five  sales  representatives 
was  given  a  tablet  to  test.  They  swapped  tablets  at  the  end  of 
every  week  until  each  of  them  had  tested  all  five  candidates, 

"It  wasn't  even  close,"  says  Mills,  reporting  that  Microsoft's 
Surface  Pro  3  was  the  choice  "by  a  very  hefty  margin."  He 
admits  that  the  Microsoft  model  wouldn't  have  been  his  first 
choice,  but  he's  not  the  one  who  has  to  use  it.  After  complet¬ 
ing  the  scoring  matrix,  it  was  clear  that  the  salespeople  were 
choosing  the  best  tool  for  them. 

Selling  the  Change:  A  big  benefit  of  the  Surface  Pro  3  is 
that,  for  people  who  travel,  it  can  replace  a  laptop  and  also  be 
used  with  a  docking  station  in  the  office  or  at  home,  Moreover, 
Wakefield  Canada's  Surface  Pro  3s  will  be  tethered  to  smart¬ 
phones,  which  means  the  tablets  can  always  be  connected. 

Wakefield  Canada  employees  use  all  kinds  of  tablets,  includ¬ 
ing  iPads.  Mills  says  that  people  who  have  to  stand  up  a  lot 
may  choose  the  iPad  Air  because  it's  light.  But  a  tablet  with 
laptop-like  functionality  may  be  right  for  salespeople. 

Although  the  top  sales  reps  chose  the  Surface  Pro  3,  the 
company  still  had  to  get  the  rest  of  the  50-person  sales  team  on 
board.  The  company  planned  to  distribute  the  Surface  Pro  3s  at 
a  national  sales  meeting,  so  IT  sent  out  teaser  videos  prior  to  the 
event.  "By  the  time  they  got  there,  they'd  seen  all  the  videos  and 
they  were  jazzed  about  it,"  says  Mills.  At  the  meeting,  he  says, 
IT  touted  the  selection  as  "the  best  of  both  worlds  because 
you  can  easily  break  it  apart,"  referring  to  how  the  Surface  Pro  3 
can  snap  away  from  its  stand  to  be  used  as  a  tablet. 


Jen  A.  Miller  is  a  freelance  journalist  who  writes  for  CIO.com. 
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David  Sarabacha 


DELOITTE  ADVISORY  PRINCIPAL, 
STRATEGIC  RISK  SERVICES, 
DELOITTE  &  TOUCHE  LLP 

David  Sarabacha  is  a  Principal  in 
Deloitte's  Advisory  group,  where 
he  spearheads  giobal  resilience 
activities  for  clients  across  a 
range  of  industries.  With  over 
25  years  of  experience,  serving 
in  excess  of  100  clients,  his 
proficiencies  include  helping 
organizations  build,  enhance 
and  sustain  nearly  all  aspects 
of  their  risk  management 
programs,  including  proactive 
analytics,  cost  effective  mitiga¬ 
tion  techniques  and  reactive 
capabilities.  His  focus  is  on 
helping  business  leaders  make 
risk-informed  decisions  around 
selective,  proactive  risk  taking 
to  achieve— and  maintain— 
competitive  advantage. 


FOR  MORE  INFORMATION: 

go  to  http://www2.deloitte. 
com/us/risktransformation. 
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Risk  Can  Be  Your  Best  Friend 

Transform  your  view  of  risk  to  achieve  competitive  advantage 


What  challenges  do  companies 
encounter  with  a  traditional  approach 
to  risk  management? 

Many  organizations'  risk  management  teams 
focus  heavily  on  compliance.  However, 
executives  tend  to  focus  most  of  their  time, 
and  rightly  so,  on  enhancing  ROI  or  share¬ 
holder  value.  For  many  organizations,  there 
is  a  significant  disconnect  between  the  risk 
management  function  and  the  discussions 
in  the  executive  boardroom.  Yes  compliance 
is  a  must,  but  we  must  also  encourage  risk 
management  teams  to  think  about  strategic 
risk.  We  must  consider  how  risk  information 
within  our  organizations  combines  with 
market  and  competitive  intelligence  to  drive 
greater  returns  via  a  specific  and  perpetual 
view  of  risk. 

What  is  a  "perpetual"  view  of  risk? 

Most  organizations  perform  the  plethora  of 
risk  data  and  activities  in  individual  siloes.  In 
my  experience,  by  bringing  this  information 
together  only  via  risk  committees  and  reports, 
insights  are  rare  and  the  value  is  limited.  An 
effective  risk  management  function  should 
collect,  compile,  correlate  and  report  on  risk 
information  from  all  relevant  sources,  based  on 
a  single  repository  with  a  comprehensive  risk 
decision  engine.  The  results  make  compliance 
more  efficient  and  can  enhance  investment 
decisions.  This  view  of  risk  management  pro¬ 
vides  executives  with  insights  for  wise  growth 
and  on-going  investment  decisions,  beyond 
just  reporting  on  and  managing  known  risks. 

How  can  this  transform  risk 
management? 

Having  an  end-to-end  view  of  risk  provides 
an  opportunity  to  turn  your  risk  management 
function  from  a  pure  cost  center  to  one  that 
provides  value  and  insights  to  the  executive 
team.  Making  this  transformation  requires  a 
clear  understanding  of  your  organization's 
mission  and  strategy;  industry-specific  knowl¬ 
edge;  a  deep  understanding  of  your  critical 


business  processes;  and  a  grasp  of  your  risk 
tolerance.  With  a  value-based  view  of  risk 
management,  enhanced  investment  decisions 
are  possible. 

How  can  risk  be  more  effectively 
managed? 

To  better  manage  risks,  they  must  be  visible, 
current,  correlated  and  understood.  This  can 
be  achieved  through  a  single  repository,  and 
the  real  value  is  in  the  analytics,  queries  and 
reports  that  this  source  can  provide.  Predic¬ 
tive  analytics  can  help  identify  risks  before 
they  are  upon  you.  At  the  other  extreme, 
you  can  better  manage  your  resilience  and 
recovery  capabilities  against  unknown  or  un¬ 
foreseen  events,  whether  they  are  physical 
—  such  as  a  fire,  hurricane,  earthquake  or 
act  of  terror  —  or  logistical  events,  such  as 
a  large-scale  data  breach  or  system  failure. 

A  repository,  or  enterprise  risk  management 
system  (ERMS)  brings  together  risk  data 
existing  on  disparate  systems,  including 
information  security,  compliance,  internal 
audit,  third-party  risks,  procurement,  human 
resources,  etc.  Combined  with  the  best  of 
internal  thinking  and  market  information,  an 
ERMS  solution  can  enable  far  more  valuable 
conclusions  about  ongoing  and  future  invest¬ 
ment  decisions. 

What  should  companies  look  for  in  an 
ERMS  solution? 

With  an  ever-increasing  culture  of  compliance 
requirements,  new  regulations  and  oversight, 
having  an  effective  ERMS  is  a  cost  of  doing 
business.  You  must  ask  yourself  if  you  believe 
you  can  transform  your  view— and  manage¬ 
ment— of  risk  within  of  your  organization, 
including  the  data  currently  available.  That 
answer  is  almost  always  yes;  you  can  and 
should.  Make  the  risk  management  function 
your  best  friend  in  determining  and  maintain¬ 
ing  better  investment  decisions,  rather  than 
the  group  that  you  hope  does  its  job  and  keeps 
the  regulators  away. 
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Global  Collaboration  Gains  Speed 

Milwaukee  Tool  designers  in  the  U.S.  and  China  get  rapid-fire  access  to 
giant  CAD  files  from  a  cloud-based  application  by  mary  k.  pratt 


At  Milwaukee  Tool,  the  long,  long 
waits  to  open  large  CAD  files  were 
making  international  collaboration 
between  engineers  in  the  U.S.  and 
China  inefficient— and  threatening 
the  company’s  goals  for  innovation, 
agility  and  speed. 

Eric  Hanson,  the  company’s  vice 
president  of  IT  and  business  optimi¬ 
zation,  says  engineers  in  China  often 
had  to  wait  multiple  hours  for  the 
tool  company’s  design  files,  typically 
about  2GB  each,  to  open. 

Because  of  the  lag,  engineers 
in  China  saved  files  locally  so  they 
could  be  opened  quickly.  But  that 
meant  their  changes  weren’t  vis¬ 
ible  to  engineers  in  other  locations, 
and  vice  versa,  until  files  were  later 
synced.  Moreover,  because  engineers 
worked  with  local  files,  there  was  a 
chance  that  files  might  not  have  up- 
to-date  information,  which  could  lead 
to  duplication  of  effort  and  incomplete 
product  designs,  Hanson  says.  That 


scenario  could,  and  occasionally  did, 
create  costly  “scrap  and  rework”  situ¬ 
ations  when  product  designs  moved 
into  production. 

Milwaukee  Tool’s  IT  team  sought 
to  resolve  the  problem  in  2014  as  it 
prepared  to  launch  a  new  custom 
application  for  the  company’s  prod¬ 
uct  development  process.  “We  created 
this  new  software  solution,”  Hanson 
says,  adding  that  the  question  then 
became,  “How  do  we  infuse  it  with 
rapid-fire  access?” 

Milwaukee  Tool  selected  Pan- 
zura’s  Global  File  System,  a  cloud 
storage  service,  for  the  job.  Now,  files 
take  seconds  to  open  rather  than 
hours,  because  Panzura’s  technology 
ensures  that  only  the  latest  version  of 
a  file  is  available,  immediately,  regard¬ 
less  of  where  a  worker  is  based. 

Many  companies  face  the  chal¬ 
lenge  of  sharing  large  data  files  glob¬ 
ally,  says  Scott  Sinclair,  an  analyst  at 
Enterprise  Strategy  Group.  Cloud 


technology  alone  won’t  solve  the 
problem,  because  files  stored  in  the 
cloud  still  reside  on  a  physical  server 
that  may  not  be  geographically  close 
to  all  the  workers  who  need  access  to 
them.  But  cloud-based  applications 
such  as  Panzura’s  overcome  the  “prox¬ 
imity  problem,”  Sinclair  explains,  by 
using  distributed  file-sharing  tech¬ 
nologies  to  ensure  that  data  is  stored 
close  enough  to  the  applications  that 
require  the  data,  while  also  ensuring 
that  files  have  the  latest  revisions. 

As  a  result,  Sinclair  says,  users  and 
IT  departments  have  neither  the  lag 
time  opening  files  nor  the  need  to  sync 
files  that  had  been  stored  locally. 

“It  allowed  us  to  fix  that  file  access 
and  speed  problem,”  Hanson  says. 
“We  took  this  global  team  and,  from 
a  speed  and  efficiency  standpoint,  we 
put  them  in  the  same  room  virtually.” 


Mary  K.  Pratt  is  a  freelance  writer  based  in 
Massachusetts. 
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Data  Center  Group  Tightens  Cloud  Certification  Rules 


The  Uptime  Institute  is  updating  the  way  it  certifies  data  centers 
to  help  cloud  computing  customers  get  the  level  of  service  they 
think  they're  paying  for, 

The  Institute  certifies  data  centers  in  different  tiers  according 
to  their  ability  to  remain  operational  during  critical  equipment 
failures.  Data  centers  with  backups  for  key  parts  of  their  electrical 
infrastructure  can  earn  the  highest  ratings,  Tier  III  and  Tier  IV. 

The  Institute  offers  two  types  of  certificates:  one  for  the  design 
of  a  facility,  which  is  awarded  based  on  the  blueprints  alone,  and 
another  for  its  construction,  which  is  awarded  after  the  data  cen¬ 
ter  has  been  built  and  inspected. 

A  lot  can  change  between  the  design  and  construction  phases, 
and  some  companies  that  receive  design  certificates  never  go 
back  and  get  their  facilities  certified  after  they've  been  built.  But 
they  still  display  the  design  certificate  prominently  in  marketing 
materials.  That  can  be  misleading  for  customers  shopping  for  data 


center  services,  who  often  don't  understand  the  difference. 

"This  practice  is  patently  deceptive,  since  customers  believe  the 
facility  has  been  constructed  to  meet  certification  criteria  when  in 
fact  it  hasn't,"  says  Chris  Crosby,  CEO  of  data  center  construction 
firm  Compass  Datacenters,  who's  been  pushing  for  changes  to  the 
certification  system. 

To  address  the  problem,  the  Uptime  Institute  will  no  longer 
hand  out  the  marketing  foil  that  shows  a  data  center  has  been 
design-certified,  nor  will  it  list  those  data  centers  on  its  website. 

The  change,  which  went  into  effect  on  July  1,  applies  only  to 
data  centers  that  sell  commercial  services  and,  for  now,  only  to 
data  centers  in  North  America. 

The  change  is  a  response  to  "increased  scrutiny  from  industry 
groups,  oversight  mechanisms,  and  legal  bodies  in  North  America 
into  the  validity  of  Tier  Certification  of  design  documents  in  the 
commercial  marketplace,"  the  Institute  says.  -James  Niccolai 
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4/8-Node  w/  Front  I/O 
Highest  Density  &  Efficiency 


Evolutionary  4U  Twin  Architecture 


4-Node  w/  Front  I/O  4/8-Node  w/  Rear  I/O  GPU/Intel®  Xeon  PhiT 

Highest  Power  Efficiency  Highest  Storage  Density  &  Efficiency  w/  Front  I/O 

8  hot-swap  3.5"  drive  bays  in  1 U 


Eight,  Four  or  Two  hot-pluggable  Servers  (Nodes)  in  a  4U  form  factor. 
Each  Node  supports  up  to: 

Up  to  36  Cores  per  node  and  145WTDP  dual  Intel®  Xeon®  Processor  E5-2600  v3 
product  family 

1TB  DDR4-2133MHz  memory  in  16  DIMM  slots 
1  PCI-E  3.0  xl  6,  and  1  MicroLP  PCI-E  3.0  x8  slots  (Rear  I/O  models) 

8  SAS  3.0  (1 2Gbps)  ports  with  LSI®  3108/  3008  controller 


Digital  power  supplies 
Integrated  IPMI  2.0  plus  KVM  with  dedicated  LAN 
2  NVMe  ports 


inside 

XEON* 


iw 


Learn  more  at  www.supermicro.com/FatTwin 
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Doing  Double  Duty 

CIOs  find  it  exhilarating  to  take  on  business 
functions  outside  of  IT.  Yet  these  CIO-plus  roles 
require  a  new  mindset  and  trusted  deputies. 

BY  JULIA  KING 


fter  stints  as  a  CIO  at  three  different  companies, 
Elizabeth  Hackenson  was,  well,  a  little  bored.  As 
CIO  at  The  AES  Corp.,  a  $17  billion  global  power 
company,  she  had  surrounded  herself  with  a  for¬ 
midable  team  and  had  no  desire  to  micromanage 
them.  She  longed  to  “let  go  a  little.” 

search  of  more  and  bigger  challenges, 
approached  her  CEO  and  listed  the 
and  responsibilities  that  interested  her. 
She  got  what  she  asked  for  and  more.  Today, 
and  senior  vice  president  of  technology 
Hackenson  oversees  IT,  cybersecu¬ 
rity,  corporate  services,  the  internal  audit  group, 
the  global  insurance  group  and  a  new  energy 
business  that  includes  a  rooftop  solar  company. 

“A  lot  of  what’s  been  moved  under  me  is  stuff 


where  you  need  strong  relationships  rather  than 
command  and  control.  It’s  more  about  influence,” 
Hackenson  says. 

An  emphasis  on  relationships  and  relation¬ 
ship-building  is  a  common  theme  for  executives 
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with  dual  titles  and  so-called  CIO-plus  respon¬ 
sibilities.  The  primary  reason  is  that  IT  increas¬ 
ingly  permeates  everything  companies  do.  As 
technology  is  woven  further  into  the  overall 
business  strategy,  CIO  roles— and  titles— are 
expanding. 

This  expansion  of  duties  has  its  benefits  and 
practical  challenges.  IT  already  is  tied  to  every 
single  part  of  a  business.  As  a  result,  technology 
executives  have  a  keen  horizontal  perspective  of 
all  of  a  company’s  business  processes.  From  that 
unique  perch,  they  can  more  readily  identify 
business  stumbling  blocks  and  innovate  proc¬ 
ess  improvements  that  increase  business  value. 

“The  CIO  is  one  of  the  few  people  in  an  orga¬ 
nization  who  sees  all  the  processes  from  cradle 
to  grave  and  truly  has  an  expansive  point  of 
view.  That  lends  itself  to  leading  other  parts  of 
the  organization,”  says  Peter  High,  president  of 
CIO  advisory  firm  Metis  Strategy  and  author  of 
the  book  Implementing  World  Class  IT. 
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Elizabeth  Hackenson,  CIO  and  SVP  of 

technology  and  services  at  AES,  has  taken 
on  several  non-IT  functions,  so  she  relies 
on  her  deputy  CIO,  Hugo  Vasquez,  to 
handle  the  bulk  of  IT  responsibilities. 
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APPLICATION  INTEGRATION 

MADE  SIMPLE 


Integrating  your  information  doesn't  have  to  be  complex  or  expensive. 
Red  Hat  JBoss  Middleware  offers  businesses  a  lightweight,  easy-to-use, 
embeddable,  cloud-ready  integration  that  can  make  IT  faster  and  far 
more  effective. 

That's  why  so  many  application  developers,  and  the  enterprises  that 
depend  on  those  applications,  build  their  businesses  on  Red  Hat. 


!  www.redhat.com/integrate 


Copyright  ©  2015  Red  Hat,  Inc.  Red  Hat,  Red  Hat  Enterprise  Linux,  the  Shadowman  logo,  and 
JBoss  are  trademarks  of  Red  Hat,  Inc.,  registered  in  the  U.S.  and  other  countries.  Linux®  is 
the  registered  trademark  of  Linus  Torvalds  in  the  U.S.  and  other  countries. 
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EXECUTIVE 

VIEWPOINT 


The  Future  of  Application  Integration: 
Fast  and  Light  in  the  Cloud 


MIKE  PIECH 

Vice  President  & 
General  Manager, 
Middleware 

Red  Hat,  Inc. 

Piech  oversees  the 
JBoss  family  of  middle¬ 
ware  products. 


Red  Hat  pioneered  open  source  solutions  for  the 
enterprise.  Building  on  the  successes  of  Red  Hat 
Enterprise  Linux,  the  company  in  2006  acquired 
JBoss,  an  open  source  middleware  company. 

Mike  Piech  recently  discussed  how  a  growing 
JBoss  portfolio  is  helping  enterprises  leverage 
hybrid  architectures. 

Q:  How  does  Red  Hat's  middleware  help  IT 
organizations  become  more  agile  and  deliver 
new  applications  and  services? 

What  we're  constantly  trying  to  attack  is  developer 
productivity.  Specifically  how  fast  developers  can 
iterate,  make  changes,  see  the  results  of  those 
changes,  and  then  either  move  on  or  adjust,  we 
strive  to  provide  minimum  complexity  and  just  the 
right  set  of  capabilities  possible  to  get  a  job  done. 

Traditional,  old-style,  heavyweight  middleware 
integrations  are  simply  hard  to  work  with  and  difficult 
to  innovate  with.  Red  Hat  JBoss  Middleware  gives 
customers  software  that  has  been  optimized  by  the 
open  source  community  and  supports  the  highest 
priority  use  cases.  We  follow  the  enterprise  integra¬ 
tion  pattern  framework  included  with  Apache  Camel, 
which  is  becoming  a  de  facto  standard  for  modular, 
agile  integration  solutions. 


"REDHAT  NOW  HAS  A  LIGHTER-WEIGHT  MECHANISM 
AND  AN  APPROACH  TO  DEPLOYING  SOFTWARE 
AND  COMPONENTS  IN  THE  CLOUD  THAT  IS  ENABLING 
A  RAPID  ITERATIVE  DEVELOPMENT  STYLE." 


For  more 
information,  visit 


www.redhat.com/ 

integrate 


Q.  What  was  the  strategy  behind  the  2006 
acquisition  of  JBoss  and  how  has  it  evolved? 

Red  Enterprise  Linux  brought  an  open  source 
operating  system  for  the  enterprise  into  the  main¬ 
stream.  We  started  looking  where  else  to  apply  the 
open  source  model  and  it  was  logical  to  go  to  the 
next  layer  up  the  stack.  JBoss  was  an  open  source 
implementation  of  the  Java  Platform  Enterprise  Edition 
(Java  EE)  set  of  standards  with  a  Java  EE  application 


server,  we've  acquired  other  middleware  technolo¬ 
gies,  including  MetaMatrix  for  data  virtualization, 
FuseSource,  which  implemented  Apache  Camel  and 
Apache  ActiveMQ,  and  Polymita  for  business  process 
management.  Combined  with  our  own  organic 
efforts  and  the  open  source  projects  we  seeded  or 
embraced,  those  flesh  out  a  comprehensive  portfolio 
layered  on  top  of  the  application  server  foundation. 

Q:  How  will  Red  Hat  JBoss  Middleware  help 
IT  integrate  on-premise  and  cloud-based 
applications  and  data? 

For  a  number  of  years,  Red  Hat's  overall  top-level 
technology  vision  has  been  open  hybrid  cloud.  Part 
of  what  that  is  about  is  recognition  that  for  a  long 
time  enterprises  are  going  to  have  hybrid  environ¬ 
ments.  We  now  have  a  lighter-weight  mechanism 
and  an  approach  to  deploying  software  and  compo¬ 
nents  in  the  cloud  that  is  enabling  a  rapid  iterative 
development  style. 

Q:  How  does  PaaS  fit  into  your  middleware 
strategy  and  how  does  that  change  the 
future  of  enterprises? 

We've  optimized  middleware  to  run  in  traditional 
on-premise  as  well  as  cloud-based  environments 
and  in  particular  with  Red  Hat  OpenShift  Platform-as- 
a-Service  (PaaS).  Our  xPaaS  strategy  is  to  offer  JBoss 
middleware  as  services  running  on  OpenShift  to 
enable  building  and  deploying  complex,  enterprise- 
scale  applications.  With  xPaaS  you  are  basically 
checking  boxes  and  making  selections  and  hitting 
deploy  buttons  in  a  web-based  dashboard  instead 
of  the  tedious  and  error-prone  manual  download, 
installation,  and  configuration  of  components  in 
traditional  environments.  We  see  this  xPaaS  vision 
as  the  future  of  enterprise  application  development. 


CIO 


Strategic  Marketing  Services 


£5  redhat. 


COVER  STORY  ::  Careers 


CIO-Plus  Titles: 

Through  the  Years 

A  sampling  of  CIOs  with  responsibilities 
beyond  traditional  IT 


BRUCE  GOODMAN 

Chief  Service  and  Information  Officer,  Humana  (1999-2011) 

I - • 

DAVIDjOHNS 

CIO  and  SVP  of  Global  Supply  Chain,  Owens  Corning  (2002-2009) 

I  • 

MARV ADAMS 

CIO  and  SVP  of  Corporate  Strategy,  Ford  Motor  Co.  (2005-2006) 


SHELEENQUISH 

SVP  of  IT  and  HR,  Ameristar  Casinos  (2007-2013) 

I - 


SCOTT  SULLIVAN 

CIO  and  CFO,  Pitt  Ohio  (2008-present) 


THOMAS  PECK 

CIO  and  SVP  of  Global  IT,  Travel  and  Procurement,  ACCOM  (2012-present) 


JACK  CLARE 

Chief  Information  and  Strategy  Officer,  Dunkin'  Brands  (March  2015-present) 


It’s  also  economically  advantageous, 
especially  for  small  and  midsize  companies. 

“Having  people  do  two  jobs  and  not  paying 
them  double  seems  like  a  good  idea  to  a  lot  of 
organizations,”  High  says. 

Moreover,  IT  departments  on  the  whole 
are  shrinking,  as  companies  increasingly 
turn  to  outside  providers  of  software  and 
services.  This  makes  IT  less  labor-intensive 
to  manage,  freeing  up  CIOs  to  pursue  other 
business  and  career  interests. 

Yet  CIOs  with  dual  titles  and  non-IT 
duties  are  not  new.  IT  executives  have  been 
venturing  beyond  the  traditional  technol¬ 
ogy  domain  for  at  least  a  decade,  playing  key 
roles  in  activities  such  as  performing  due 
diligence  before  mergers  and  acquisitions, 
managing  the  supply  chain,  and  developing 
new  products  and  services. 

But  today,  the  challenges  are  both  more 
numerous  and  more  complex.  CIOs  with 
multiple  titles  and  responsibilities  need  to 
juggle  more  priorities.  The  danger  of  getting 
spread  too  thin  is  very  real.  In  fact,  people  in 
these  diversified  roles  say  one  of  their  great¬ 
est  challenges  is  to  keep  their  focus  on  strat¬ 
egy  and  stay  clear  of  the  pull  of  day-to-day 
operations. 

“That’s  been  the  biggest  transition— to 
really,  really  let  go,”  says  Hackenson. 

But  at  the  same  time,  dual-role  IT  execu¬ 
tives  need  to  deeply  immerse  themselves 
in  additional  parts  of  the  business  where 
a  whole  new  set  of  challenges  lie  in  wait. 

Incumbent  managers  and  staffers  may  resist 
the  insertion  of  an  outsider  who  didn’t  grow 
up  in  that  business  function.  CIO-plus  execu¬ 
tives  also  need  to  adapt  their  management  and  leadership  styles 
to  their  broader,  non-IT  constituency. 

Not  all  CIOs  are  up  to  these  challenges.  “Only  an  execu¬ 
tive  who  is  ambitious  takes  this  on,”  says  High.  “This  is  such 
a  complex  set  of  responsibilities.  If  they  don’t  have  a  desire  for 
additional  responsibilities,  or  haven’t  been  active  enough  to 
suggest  that  they  could  do  it,  it’s  not  likely  that  [expanded  titles 
and  duties]  will  be  suggested  to  a  passive  CIO.” 

AES’s  Hackenson  agrees,  saying  she  doubts  that  her  CEO 
would  have  asked  her  to  take  on  her  other  roles  if  she  wanted 
to  simply  remain  in  the  CIO’s  position. 

The  new  energy  solutions  group  she  heads  is  a  disruptive 
business  in  the  125-year-old,  somewhat  stodgy  power  industry. 
That’s  likely  the  main  reason  she  was  assigned  to  lead  the  group. 
“I  had  been  in  other  industries  like  telecom  that  went  through 
transformations,”  says  Hackenson,  a  former  CIO  at  Alcatel- 
Lucent  and  MCI  Worldcom. 

“What  I  do  think  is  some  CIOs  are  really  great  business  peo¬ 
ple  and  management  and  boards  are  recognizing  they  can  do 
more.  But  I  think  it’s  the  CIO  who  makes  the  choice,”  she  says. 


Required:  A  Great  Supporting  Cast 

^  ronically,  taking  on  greater  responsibilities  entails  a 
good  deal  of  letting  go.  There  simply  isn’t  time  for  CIO- 
plus  executives  to  micromanage  things  like  vendor  man¬ 
agement  or  the  operational  efficiency  of  the  data  center. 

Hackenson  estimates  that  now  she  spends  only  10 
percent  of  her  time  on  IT,  and  she  says  she  appointed 
a  deputy  CIO,  Hugo  Vasquez,  to  handle  the  bulk  of  those  IT 
responsibilities. 

“It  doesn’t  feel  good  at  first.  Every  time  you  move  up  the  lad¬ 
der,  you  have  to  let  go,  and  yet  you’re  letting  go  of  things  that 
got  you  to  that  position,”  Hackenson  says. 

Now,  she  adds,  “I  have  very  limited  day-to-day  activity  in  IT. 
Most  days,  I’m  not  even  focused  on  it.” 

The  only  way  to  successfully  do  that  is  to  surround  yourself 
with  an  extraordinary,  high-performing  team,  Hackenson  says. 

But  with  letting  go  comes  watching  people  on  your  team 
make  mistakes.“You  learn  to  watch,  but  to  focus  more  on  what 
the  person  learned  going  through  [the  mistake],”  she  says. 
“I’ve  become  a  lot  calmer.  In  the  past.  I’d  be  upset  by  mistakes. 
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SAFEGUARDING  YOUR  SECURITY  AND  PRIVACY  AT  WORK  AND  AT  HOME 


From  the  editors  of  CSO  magazine,  Security  Smart  is 
a  quarterly  newsletter  ready  for  distribution  to  your 
employees— saving  you  precious  time  on  employee 
education!  The  compelling  content  combines 
personal  and  organization  safety  tips,  making  it 
applicable  to  many  facets  of  employees’  lives. 

Security  Smart  has  an  easy-to-read  design  and  clear, 
engaging  and  entertaining  articles  so  you  are  assured 
that  your  intended  audience  of  employees— your 
organization’s  most  valuable  assets— will  read  and 
retain  the  information.  Sign  up  today  to  start  having 
this  newsletter  distributed  as  a  key  tool  in  raising 
security  awareness  within  your  organization. 


Subscribe  today! 

To  view  a  sample  issue  of  the  newsletter,  learn 
about  the  delivery  options  and  to  subscribe  visit: 
www.SecuritySmart.com 
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It  doesn't  feel  good 

at  first.  Every  time  you 
move  up  the  ladder, 

you  have  to  let  go, 

and  yet  you're  letting 
go  of  things  that  got 
you  to  that  position. 


Now  I  look  at  them  as  a  growth  opportunity,  a 
learning.  If  I  tell  people  what  to  do,  they  won’t 
learn.” 

Hackenson  has  developed  what  she 
describes  as  a  methodical  process  of  asking 
questions  of  her  direct  reports,  instead  of 
micromanaging.  This  eventually  leads  team 
members  to  come  up  with  the  right  answers 
themselves.  ‘And  when  they  come  up  with  the 
answer,  it’s  their  idea.  I  can  see  their  energy 
and  they  really  take  off  with  it,”  she  says. 

“Most  CIOs  like  to  heavy-lift,”  she  says, 

“but  once  you  get  to  this  level  with  all  of  the 
other  responsibilities,  [it’s  more]  about  guid¬ 
ing,  giving  advice,  coaching  and  mentoring. 

Mentoring  is  huge.” 

Praveen  Chopra  started  that  type  of  team¬ 
building  process  a  little  over  a  year  ago,  when 
he  took  on  the  role  of  chief  information  and 
transformative  innovative  environment  offi¬ 
cer  at  Thomas  Jefferson  University  and  Jef¬ 
ferson  Health  in  Philadelphia. 

He  admits  that  it’s  a  long  and  lofty  title,  especially  for  a  for¬ 
mer  supply-chain  manager  who  describes  himself  as  an  “acci-  ! 
dental  CIO.”  ! 

“A  few  years  back  I  was  in  supply  chain  at  Home  Depot  and  ; 
then  moved  to  Children’s  Hospital  of  Atlanta  as  chief  supply  ; 
chain  officer,”  Chopra  recalls.  “The  CIO  role  came  open.  Other  ■ 
people  at  the  hospital  asked  me  to  accept  the  CIO  role,  which  I  ! 
did.  And  I  loved  it.  I  really,  really  loved  it.” 

Last  year,  during  the  process  of  interviewing  for  his  current 
position  at  Jefferson,  Chopra  says  he  and  Jefferson  CEO  Stephen  1 
Klasko  had  a  “meeting  of  the  minds.” 

“[Klasko]  believed  healthcare  needed  to  change  fundamen-  ; 
tally,”  Chopra  says.  “And  I  believe  the  healthcare  organization  ; 
of  the  future  will  be  the  one  that  figures  out  how  to  leverage  the  ! 
power  of  the  digital  economy  in  a  fundamentally  different  way.”  I 

Gaining  such  leverage  was  Chopra’s  overarching  goal  in  I 
completely  overhauling  Jefferson’s  IT  organization.  “I  abso-  I 
lutely  have  to  rely  on  building  a  very,  very  high-performance 
team,”  he  says. 

One  of  his  first  moves  was  to  create  a  team  of  eight  direct 
reports  and  several  new  titles,  including  vice  president  of  | 
innovation  technology,  and  vice  president  of  innovation  and  | 
consumer  experience.  The  goal,  he  says,  is  to  think  about  tech-  I 
nology  innovation  “ahead  of  the  curve.”  I 

“We  used  to  wait  for  something  to  come  out,  like  iPads,  and 
then  go  figure  out  how  to  support  it,”  Chopra  says.  “Now,  we 
want  to  know  all  of  what’s  going  on  with  healthcare  and  the 
Internet  of  Things  and  start  experimenting  and  figuring  out  use 
cases.  We  have  to  experiment  and  try  new  things.” 

And  while  other  companies  have  vice  presidents  of  business  I 

i 

applications,  Chopra  created  a  new  title,  vice  president  of  busi-  ; 
ness  partnering,  to  focus  attention  not  on  the  technologies,  but  on  ; 
the  people  in  the  business  units  who  use  technology.  “Business  ; 
partnering  is  about  how  we  use  applications  to  do  something.  It’s  ' 
about  accomplishing  something  with  [software]  applications.  ! 


Elizabeth  Hackenson,  CIO  and  SVP  of  technology 

and  services! The  AES Corp, 


These  people  think  more  like  account  managers,”  he  explains. 

Another  new  title  at  Jefferson  is  vice  president  of  enterprise 
analytics  and  chief  data  scientist.  “This  role  focuses  on  taking 
disparate  data  assets  for  student  affairs,  clinical  trials,  financial 
systems,  quality  systems  and  more,  and  creating  an  enterprise 
center  for  health  information  management  that  provides  action¬ 
able  insights,”  Chopra  says. 

Chopra  says  he  didn’t  hire  people  for  the  vice  president  posi¬ 
tions  based  primarily  on  technical  expertise.  Instead,  he  hired 
with  an  eye  toward  making  every  one  of  them  a  CIO  someday. 

“The  way  I  hire  people  is  unique.  I  hire  them  to  be  leaders 
first  and  functional  experts  second,”  he  says.  “I’m  hiring  a  per¬ 
son  who  can  be  a  future  CIO.  I’m  looking  at  these  people  as 
future  leaders.” 

Chopra  meets  with  this  team  of  eight  once  a  week  for  two 
hours.  At  these  gatherings,  he  says,  “we  spend  less  time  on  day- 
to-day  business  issues  and  more  time  on  priorities,  leadership, 
communication  and  engagement,  and  creating  high-perfor¬ 
mance  teams.”  The  idea  is  to  have  his  deputies  lead  their  own 
groups  without  Chopra  micromanaging  them. 

“I’m  more  about  people,  strategy  and  exception  manage¬ 
ment,”  he  explains.  “It  frees  up  my  time  for  the  executive  cabi¬ 
net,  creating  new  business  models,  and  [figuring  out]  how  to 
create  a  degree  program  or  certification  for  telehealth  and  other 
healthcare  technologies.” 

Jefferson’s  telehealth  initiative  is  one  of  the  first  tangible 
results  of  this  leadership  style,  which  encourages  innovation 
and  the  move  toward  a  patient-centric  model.  The  hospital  is 
investing  about  $20  million  to  open  multiple  urgent-care  cen¬ 
ters  and  develop  the  telehealth  program,  called  Jeff  Connect, 
which  includes  video  consultations  so  patients  can  receive  care 
in  their  homes. 

In  late  June,  Jefferson  began  offering  more  than  17,000 
employees  and  their  families  a  mobile  app  they  can  use  to 
schedule  15-minute  video-based  physician  appointments, 
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Elizabeth  Hackenson,  CIO  and  SVP 

of  technology  and  services  at  AES, 
and  her  deputy  CIO,  Hugo  Vasquez. 


which,  according  to  Chopra,  are  “secure  and  HIPAA-compliant.” 
While  the  app  is  currently  just  for  Jefferson  employees,  he  says 
“we  plan  to  sell  this  product  to  customers  like  Bank  of  America 
and  Comcast  and  others.” 

Start  With  a  'Beginner's  Mind' 

S  CIOs  move  into  expanded  roles,  they  find  that 
adapting  their  leadership  styles  to  effectively 
collaborate  with  the  new  array  of  professionals 
they  encounter  is  a  major  challenge. 

CIO-plus  executives  “need  to  make  sure  that 
they  are  humble  enough,”  says  High,  of  Metis 
Strategy.  “Even  if  they  have  been  intricately  involved  in  the  new 
function,  they  need  to  approach  their  new  set  of  responsibilities 
with  humility.  Everything  that  worked  in  IT  won’t  translate  to 
HR  or  supply  chain  or  other  functions.  It’s  important  to  have 
a  ‘beginner’s  mind’  of  sorts,”  he  says,  referring  to  the  mindset 
of  people  who  are  open  to  learning  about  new  topics,  without 
preconceptions. 

Mike  Capone,  former  CIO  and  head  of  product  development 
at  ADP,  says  managing  diverse  people  was  one  of  his  great- 


!  est  challenges— and  most  rewarding  lessons— at  the  financial 
services  company. 

“As  you  get  out  of  more  traditional  IT  and  into  product  man¬ 
agement,  you  have  to  manage  differently.  It  stretched  me  a  little 
bit,”  says  Capone,  who  is  now  COO  at  Medidata  Solutions. 

For  example,  he  explains,  “when  you  think  about  core  IT, 
results  are  typically  black  and  white.  Was  the  system  up  and 
running?  Did  the  project  end  on  time?”  But  Capone  says  he 
has  learned  that  you  can’t  apply  that  same  thinking  and  man¬ 
agement  style  to,  say,  a  data  science  team.  “They’d  constantly 
remind  me  that  this  is  a  science  and  not  about  outcomes,”  he 
recalls.  “They  had  to  remind  me  that  they  had  to  test  data  and 
experiment  with  it.  It’s  the  same  with  user  experience  teams. 
They  do  a  lot  of  experimentation  and  iterations.  It  changes  the 
way  you  think  about  the  world.” 

Anne  Ayer,  CIO  and  vice  president  of  corporate  development 
at  paper  company  Sappi  North  America,  came  to  her  CIO-plus 
role  as  an  experienced  business  executive  who  was  open  to 
learning  about  technology. 

“My  background  had  really  been  on  the  strategy  and  cor¬ 
porate  development  side  before  joining  Sappi,”  Ayer  says. 

“CIO  was  something  the  CEO  asked  me  to  take  on.  In  my  prior 
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experience  working  in  consulting,  I  had  some 
clients  on  the  high-tech  side  and  in  my  time 
at  Sappi  I  had  been  involved  in  projects  that 
had  a  strong  IT  component,  but  I’m  definitely 
not  a  technologist  by  training  or  background.” 

So  she  redefined  the  technology  side  of  her 
role  to  one  of  translator,  she  says. 

“I  spend  a  lot  of  time  focusing  on  business 
value  and  helping  the  [IT]  group  articulate 
what  the  business  opportunities  are,  whether 
they’re  working  on  a  road  map  for  applications, 
or  infrastructure,  or  investment  opportunities, 
or  cybersecurity  risks,”  Ayer  says.  “We  want  to 
make  sure  these  things  are  articulated  so  the 
business  can  understand  the  cost,  benefit  and 
risk,  and  make  the  right  decisions.” 

There’s  no  such  thing  as  a  typical  day,  Ayer 
says.  “The  functions  cycle  differently.  Corpo¬ 
rate  development  can  have  peaks  and  valleys, 
depending  on  the  deals  and  opportunities 
we’re  looking  at.  But  IT  does  have  an  operational  day-to-day  ; 
management  of  an  organization,  the  control  framework  and  ; 
project  portfolio  and  people,”  she  says.  “It  is  a  lot  of  manage¬ 
ment-oriented  stuff.” 

Like  virtually  every  other  CIO-plus,  she  says  the  only  way  I 
to  function  effectively  and  avoid  burnout  is  to  rely  on— and  ; 
empower— her  talented  team.  “There’s  a  huge  amount  of  del-  j 
egating,”  she  says.  “We  have  people  working  at  a  very  strong  1 
level  of  capability  and  accountability.  It  is  a  lot  to  juggle  though.”  ! 

'Major  Career  Boost' for  Deputies  i 

ne  of  the  greatest  advantages  of  a  dual  title  ! 
and  an  expanded  set  of  responsibilities  is  the  ; 
vast  amount  of  experience  and  knowledge  you  ; 
can  gain  in  such  a  position. 

“Managing  a  more  complex  portfolio  of  I 
activities  is  never  a  bad  thing.  You  get  to  hone  I 
your  skills,”  says  Capone.  “My  role  today  has  subsumed  all  the 
things  I  did  in  the  past,  plus  marketing,  professional  services 
and  all  of  the  other  things  you  think  of  as  a  COO.” 

It’s  also  a  major  career  boost  for  a  CIO-plus  exec’s  second-  | 
in-command  and  other  direct  reports.  | 

“It’s  absolutely  an  opportunity  for  these  people  because  the  | 
person  with  the  dual  title  is  grooming  their  successor,”  says  I 
High.  Frequently,  he  says,  the  executive  with  the  dual  title  goes  * 
on  to  a  role  that  he  describes  as  “beyond  CIO,”  taking  on  a  COO 
or  even  a  CEO  role. 

“What  this  means  is  that  it  opens  up  one  or  multiple  leader-  | 
ship  positions  for  those  under  the  incumbent,”  High  points  out.  ; 

One  of  the  perennial  issues  CIOs  wrestle  with  is  recruiting  ! 
and  retaining  the  best  and  the  brightest  for  their  teams.  It’s  here  ; 
that  CIOs  with  dual  titles  have  one  of  their  greatest  advantages,  ; 
says  Scott  Sullivan,  CIO  and  CFO  at  Pitt  Ohio,  a  privately  held  ; 
transportation  and  logistics  company. 

“No  matter  how  hard  you  try,  IT  experiences  a  20  to  30  per-  j 
cent  turnover.  You  have  to  make  sure  you  have  the  right  team  ! 


As  you  get  out  of  more 

traditional  IT  and 

into  product  manage¬ 
ment  you  have  to 

manage  differently. 

It  stretched  me  a 

little  bit. 

-Mike  Capone,  former  CIO  and  head  of  product] 

development,  ADP 


in  place  and  the  right  people  in  key  positions,”  Sullivan  says. 

“The  good  news  is  that  in  both  IT  and  finance,  the  next  level 
down  has  been  pretty  stable,”  he  notes.  He  attributes  the  stabil¬ 
ity  in  part  to  his  own  dual  role  and  the  expanded  responsibili¬ 
ties  he  has  delegated  to  his  direct  reports. 

“We  have  only  lost  two  people  who  report  directly  to  me.  Part  of 
the  reason  is  they’re  challenged.  They  don’t  have  time  to  go  outside.” 

At  AES,  Hugo  Vasquez  says  his  role  as  deputy  CIO  gives 
him  a  global  view  of  the  corporation  that  he  did  not  have  in  his 
previous  positions  as  CIO  of  different  business  units,  mainly 
in  Latin  America. 

“Being  in  this  [deputy  CIO]  position  is  providing  me  the 
opportunity  to  invest  time  in  operations  and  at  the  same  time 
connect  at  the  executive  level  on  global  strategy,”  he  says.  “It’s 
an  excellent  position  to  be  well-connected  and  learning  from 
corporate  strategists  and  at  the  same  time  be  close  to  clients 
and  customers.” 

Vasquez  also  sees  his  current  role  as  a  steppingstone  to  the 
corporate  CIO  position. 

“Being  a  deputy  CIO  gives  me  the  opportunity  to  keep  grow¬ 
ing  in  the  IT  world,  preparing  for  the  CIO  role.  It  gives  me  the 
confidence  that  whenever  I  get  that  position  I’ll  be  better  pre¬ 
pared,”  he  says.  “I  feel  like  AES  is  investing  in  me  and  preparing 
me  for  a  future  challenge.” 

Opportunities  outside  of  IT  also  can  become  a  bigger  and 
more  common  part  of  career  development  in  organizations  with 
CIO-plus  executives. 

“I  think  before  I  took  on  the  dual  role,  there  had  been  exactly 
zero  talent  migration  from  IT  to  product  development,”  says 
Capone  of  his  tenure  at  ADP.  “By  the  time  I  left,  50  to  75  people 
had  crossed  over.” 

As  for  the  top  tech  position,  Capone  says,  “without  a  doubt, 
the  traditional  CIO  role  eventually  gets  blended  away  as  IT 
becomes  more  integral  to  everything  going  on.  CIO  is  no  longer 
a  destination  job.”  QI3 


Julia  King  is  a  freelance  writer  based  in  Pennsylvania. 
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Mobility:  From  BYOD  to 
Workplace  Transformation 


MICHAEL  PARK 

Vice  President  and 
General  Manager  of 
Hewlett-Packard's 
Personal  Systems 
Group 


Michael  Park  is  Vice  President  and  General  Manager 
of  Hewlett-Packard's  Personal  Systems  Group.  He  is 
responsible  for  P&L  growth  of  the  company's  global 
mobility  portfolio,  which  spans  devices,  software, 
and  services. 

Q:  What  are  IT  departments  doing  right, 
and  what  can  they  do  to  improve  the 
management  of  mobile  information? 

The  mobility  movement  started  with  BYOD.  initially, 
it  was  a  fast  and  unanticipated  development  that  IT 
had  to  manage  and  secure  very  quickly.  Now,  there's 
been  a  fundamental  shift  in  the  ecosystem,  with 
mobility  extending  beyond  the  office  to  employees 
downloading  apps  anywhere  on  multiple  devices. 

IT  needs  to  set  policies  for  both  BYOD  and  CYOD 
(Choose  Your  Own  Device)  to  manage  multiple 
devices  and  operating  systems  across  the  user  base. 
The  complexity  is  higher  than  it's  ever  been,  and 
many  IT  departments  have  declining  budgets,  so 
it's  a  tough  challenge. 


"THE  SYNERGY  OF  MICROSOFT  AND  HP 
WORKING  TOGETHER  WILL  OFFER  CUSTOMERS 
UNPRECEDENTED  GAINS  IN  FLEXIBILITY  AND 
SECURITY  FOR  MOBILE  WORKLOADS.  IT  WILL 
ALSO  LOWER  THE  TOTAL  COST  OF  OWNERSHIP" 


CIO 


SS  Windows  10 

m 


Q:  We're  somewhere  between  the  "devices 
and  a  couple  of  apps"  stage  and  a  fully 
optimized  mobility  strategy  for  enterprises. 
What  has  to  happen  to  get  enterprises  to 
the  next  level? 

There's  always  an  adoption  curve  for  new  technology. 
Enterprises  need  to  envision  their  end  goal,  assess 
where  they  are,  and  build  an  incremental  plan  for 
moving  forward.  Many  are  still  in  the  early  stages, 
setting  BYOD  policies  to  give  people  email  access 
on  the  road. 

With  Windows  10,  Microsoft  is  making  things 
easier  for  BYOD  users.  The  synergy  of  Microsoft  and 
HP  working  together  will  offer  customers  unprece¬ 


dented  gains  in  flexibility  and  security  for  mobile  work¬ 
loads.  It  will  also  lower  the  total  cost  of  ownership. 

Q:  Productivity  is  a  well-recognized  benefit 
of  mobility.  What  are  some  other  benefits? 

I  see  three  major  benefits.  The  first  is  a  new  level 
of  intimacy  with  customers  Second,  mobility  will 
drive  cost  savings  and  greater  operational  effective¬ 
ness  by  streamlining  tasks  for  people  working  in  the 
mobile  environment.  Third,  it  will  give  rise  to  a  whole 
new  level  of  innovations  as  businesses  tailor  their 
products  and  services  for  the  mobile  environment, 
be  it  at  home  or  at  work. 

Q:  Give  us  an  example  of  workflow 
transformations  that  can  happen  with  a 
solid  mobility  deployment. 

Sure.  Look  at  the  way  nurses  work  in  a  hospital 
today,  pushing  a  giant  cart  holding  a  PC.  They  have 
to  enter  data  manually,  turning  their  back  on  the 
patient.  We're  changing  the  device  to  a  tablet  that's 
designed  to  operate  in  a  primary  care  environment. 
It's  anti-microbial  and  easier  to  carry,  plus  it  has  an 

* 

IR  reader  that  can  scan  the  patient's  bracelet  to  bring 
up  records.  The  nurse  gains  up  to  three  minutes  of 
productivity  per  patient  visit. 

Q:  Any  final  thoughts? 

The  need  for  constant  connectivity,  constant  secu¬ 
rity,  and  constant  authentication  makes  the  mobile 
world  quite  complex.  Fortunately,  Microsoft  and 
HP  are  here  to  help.  Windows  10  will  protect  your 
company  against  modern  security  threats  and  end 
"wipe  and  replace"  deployments  with  upgrades. 

It  will  help  organizations  be  more  productive  by 
adapting  to  each  user's  habits. 

Microsoft's  "Mobile  First,  Cloud  First"  strategy 
provides  a  phenomenally  strong  value  proposition. 
HP's  strength  is  all  the  devices  and  services  it  can 
build  to  help  drive  a  more  cost-effective  and  agile 
support  model.  It's  a  dynamic  combination,  and 
I'm  really  excited  about  the  value  and  productivity 
it  will  bring  to  CIOs. 


peer  advice  from  the  cio  executive  council 


SOUNDING  BOARD 


The  CIO  Executive  Council  is  a  global  peer  advisory  community  dedicated  to  advancing  the  IT  profession  by 
developing  leaders  and  helping  them  make  more-informed  decisions.  To  learn  more,  visit  council.cio.com 


Innovation  Injection 

These  CIOs  tap  into  the  startup  ecosystem  through 
tech  incubators,  advisory  boards  and  word  of  mouth 

PETER  WEIS,  MATSON  NAVIGATION 

FORMALIZE  THE  PROCESS 

I  don’t  respond  to  cold  calls  or  emails  from  startups,  and  I  don’t  expect  to  meet  them 
at  large  conferences.  Instead,  I  meet  them  through  an  informal  CIO  network  that  gets 
together  regularly.  We  set  an  agenda  and  have  a  facilitator  who  finds  a  presenter— a 
representative  from  a  company  with  a  technology  of  interest  who  then  has  a  roundtable 
discussion  with  us.  I’ve  come  across  an  intrusion-detection  system  this  way.  I  also 
participate  on  the  advisory  boards  of  funded  startups— one  is  a  videoconferencing 
company— and  venture  capitalists.  The  universities  in  the  area  are  good  sources  of 
contacts,  too. 

We  have  systemized  an  innovation  process  with  a  team  that  is  part  of  the  IT  depart¬ 
ment;  it  includes  top  performers  and  a  newly  hired  director  of  innovation  and  ►  ►  ► 


Peter  Weis, 

VP  and  CIO, 

Matson  Navigation 

Kelly  McGowan, 

CIO  and 

Senior  Director 
of  IT  Services, 
American  Securities 


Adam  Stanley, 

CIO,  DTZ 
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architecture,  whose  job  is  to  reach  out  to  companies  and  assimilate  innova¬ 
tive  technologies.  We  brought  in  a  suite  of  mobile  technology  tools  this  way. 

A  key  for  us  is  that  the  portfolio  area  within  IT  doesn’t  feel  threatened. 
There  is  synergy  between  the  groups,  and  we’ve  made  it  clear  this  is  a  meri¬ 
tocracy— the  top  performers  will  get  to  work  on  projects  that  move  the 
needle  the  most. 


KELLY  MCGOWAN,  AMERICAN  SECURITIES 

EMPLOY  SANITY  CHECKS 

Word  of  mouth  is  a  great  way  to  learn  about  startups.  I  speak  with  other 
CIOs  because  they  often  have  experienced  the  same  issues,  and  we  often 
share  the  same  perspective.  Another  way  is  by  tapping  into  people  who 
follow  specific  industries.  While  large  IT  research  firms  don’t  typically  have 
real  startups  on  their  radar,  industry  experts  will  individually  follow  small 
companies.  I  actually  use  Google  quite  a  lot;  other  good  sources  of  informa¬ 
tion  on  technology  developments  include  the  venture  capital  community, 
blogs,  email  lists,  angel  investors  and  websites  like  AngelList. 

If  we  are  interested  in  technology  for  one  of  our  companies,  we  pressure- 
test  the  idea  or  product  with  some  of  our  other  portfolio  companies  that 
have  faced  similar  real-world  problems  that  the  technology  purportedly 
solved.  The  technology  can’t  just  be  cool— it  has  to  solve  a  problem.  If  our 
interest  is  more  from  a  deployment  perspective,  we  do  a  qualitative  assess¬ 
ment  at  first.  If  we  find  a  technology  interesting,  well  spend  time  learning 
about  the  company.  We  have  a  due  diligence  process  in  which  we  meet  the 
team  from  the  company,  learn  the  technology  through  demos  and  give 
the  startup  feedback  from  an  enterprise  perspective  that  it  may  not  have 
received  before. 


ADAM  STANLEY,  DTZ 

APPLY  THE  'SHARK  TANK'  APPROACH 

One  of  the  most  effective  ways  I  source  innovation  is  through  technology 
incubators.  I  am  on  the  board  of  a  Chicago  incubator  called  1871  and  a  men¬ 
tor  at  both  MetaProp  NYC,  a  New  York  real  estate  incubator,  and  REach, 
an  organization  affiliated  with  the  National  Association  of  Realtors.  Both 
provide  good  opportunities  to  meet  people  in  the  startup  community,  which 
in  turn  creates  new  connections  for  other  kinds  of  engagement. 

I  also  attend  smaller  conferences  that  attract  a  wealth  of  talent  with 
interesting  ideas.  DisruptCRE,  for  example,  gives  innovative  companies 
the  opportunity  to  showcase  their  technology  in  Shark  Tank- like  panels 
where  they  have  two  minutes  to  make  their  pitches  and  answer  questions 
from  real  estate  decision-makers.  DTZ  is  in  discussions  for  a  formal  service 
agreement  with  a  few  of  these  startups  as  a  result  of  one  of  these  conferences. 

We  also  replicate  the  Shark  Tank  format  internally  through  virtual  vendor 
fairs,  where  eight  startups  have  five  minutes  to  present  to  us.  Members  of 
my  advisory  council  attend,  as  does  our  CEO.  After  our  most  recent  event, 
we  chose  two  of  those  vendors  for  further  investigation.  I  also  try  to  invite  to 
our  monthly  leadership  team  meeting  one  startup  that  I’ve  pre-qualified  or 
that  has  been  recommended.  Like  the  Shark  Tank  TV  show,  these  interactive 
sessions  are  a  lot  of  fun. 


Refine  Your  Power 


register  The  struggle  to  integrate 
work,  life  and  family  is  an  ongoing  theme 
for  women  in  the  business  world.  To 
help  brainstorm  new  ideas  to  address 
that  issue,  the  CIO  Executive  Council's 
Women  in  Leadership  community  is 
hosting  an  Oct.  15  career  lab  called 
"Refine  Your  Power."  Jodi  Detjen  and 
Kelly  Watson,  co-authors  of  The  Orange 
Line:  A  Woman's  Guide  to  Integrating 
Career,  Family  and  Life,  will  facilitate  this 
interactive  session,  held  at  the  Center 
for  Innovation  and  Change  Leadership 
at  Suffolk  University  in  Boston.  Join  over 
100  female  leaders  for  a  day  of  discus¬ 
sions  and  exercises  to  understand  the 
career-limiting  assumptions  women 
make,  reframe  mental  roadblocks,  open 
up  new  possibilities  and  creatively  solve 
problems,  council.cio.com/refinecio 


Governance  Required 


register  Many  businesses  are  inter¬ 
ested  in  a  digital  transformation,  but 
what  exactly  is  it,  and  how  do  you  go 
about  it?  In  this  virtual  session,  George 
Westerman,  CEC  Digital  C-Suite  Academic 
Advisor  and  principal  research  scientist 
at  the  MIT/Sloan  Initiative  on  the  Digital 
Economy,  explores  the  need  for  business 
transformation  in  the  digital  economy,  as 
well  as  the  governance  elements  needed 
for  success.  Hell  draw  on  the  practical 
experience  of  Jeff  Evans,  who  leads  the 
CEC's  Digital  C-Suite  Transformation 
Labs,  council.cio.com/governdig 


Moving  to  Microsoft  365 


watch  You  might  think  that  moving 
to  cloud-based  applications  would  be  a 
no-brainer  in  terms  of  saving  money  and 
other  resources  and  easing  management 
headaches.  However,  that's  not  always 
the  case,  particularly  when  shifting  from 
an  on-premises  Microsoft  productivity 
suite  like  Office  to  Microsoft  Office  B65, 
where  users  are  suddenly  clients  in  the 
cloud.  In  this  virtual  session,  organiza¬ 
tions  that  have  made  the  jump  will  dis¬ 
cuss  the  deployment  and  support  issues 
surrounding  Microsoft  Office  365  imple¬ 
mentations.  council.cio.com/msft365 
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[C-LEVEL  VIEW] 

Digitizing  the  Culture 


BNY  Mellon  Investment  Services  uses  IT  to  enhance  the  customer  and 
employee  experiences,  according  to  CEO  Brian  Shea  by  martha  heller 
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How  is  technology  impacting 
your  business? 

We’ve  always  delivered  core  process¬ 
ing  technology  to  support  our  clients’ 
clearing,  settlement  and  custody 
needs,  but  now  we  are  extending 
technology  across  the  entire  invest¬ 
ment  process.  We’re  about  to  deliver 
an  open-source,  cloud-based  digital 
ecosystem  called  NEXEN,  which 


delivers  capabilities  from  all  parts 
of  BNY  Mellon  through  a  single 
gateway  to  our  clients.  The  platform 
includes  an  API  store  that  lets  cli¬ 
ents  co-develop  and  integrate  with 
us,  using  their  own  applications.  It 
also  allows  us  to  integrate  with  third- 
party  service  providers,  and  reduces 
our  clients’  vendor  management  and 
integration  costs  by  making  the  inte¬ 
gration  process  turnkey. 

How  is  technology  improving 
the  employee  experience? 

We  recently  launched  MySource 
Social,  an  expansion  of  our  intranet, 
which  our  employees  use  to  create 
communities  of  interest  and  collabo¬ 
rate  in  a  very  different  way.  It  allows 
people  to  solve  problems,  share 


information  and  have  conversa¬ 
tions  globally;  it  binds  our  company 
together  and  allows  us  to  learn  from 
each  other  more  easily. 

How  are  you  using  data? 

We’re  pushing  more  information 
to  our  employees  and  managers 
through  an  analytics  application  we 
call  MyDashboard.  We  put  all  the 


information  a  manager  needs  to  be 
productive,  whether  that’s  employee 
performance  management,  expense 
management,  or  travel  and  entertain¬ 
ment  approvals,  into  a  comprehen¬ 
sive  dashboard  that’s  easy  to  access 
and  understand. 

We’re  always  finding  new  ways 
to  turn  big  data  into  advantage  for 
our  clients.  In  the  wake  of  the  finan¬ 
cial  crisis,  tri-party  repo-processing 
became  a  source  of  systemic  risk, 
so  we  worked  with  regulators  and 
industry  participants  to  reduce  that 
risk  by  re-engineering  the  technol¬ 
ogy  that  supports  those  processes. 

We  used  that  same  technology 
to  improve  our  clients’  operating 
efficiency  and  reduce  their  cost  per 
trade.  We  then  provided  them  with 


new  algorithmic  tools  that  allowed 
them  to  optimize  their  collateral  and 
improve  their  profitability.  We’re 
also  using  big  data  to  share  infor¬ 
mation  about  mutual  fund  flow  and 
distribution  analytics,  which  is  very 
valuable  to  asset  managers. 

What  role  does  your  CIO  play  in 
data  innovation? 

Our  business  people  know  what 
information  is  meaningful  to  them, 
but  not  how  to  access  that  informa¬ 
tion  across  a  complex  set  of  appli¬ 
cations.  Our  CIO,  Suresh  Kumar, 
understands  what  the  businesses 
are  looking  for  and  delivers  that 
information  in  a  common  and  cost- 
effective  way.  Suresh  is  intellectually 
curious  and  stays  current  on  technol¬ 
ogy  and  business  model  changes. 
He  doesn’t  just  respond  to  business 
requests;  he  comes  up  with  transfor¬ 
mative  technology  solutions  that  go 
well  beyond  what  the  business  origi¬ 
nally  asked  for. 

What  in  the  world  of  technology 
is  particularly  exciting  to  you? 

We  all  have  to  figure  out  how  to  do 
more  with  less.  Machine  learning  is 
particularly  exciting  to  me  because 
it  means  we  can  eliminate  a  lot  of 
repetitive  work  that  isn’t  exciting  for 
people  to  do  and  doesn’t  add  a  lot  of 
value  to  the  business.  Machine  learn¬ 
ing  lets  our  talented  people  work  on 
things  that  make  a  difference. 


Martha  Heller  is  president  of  executive 
recruiting  firm  Heller  Search  Associates 
and  author  of  The  CIO  Paradox.  Follow 
her  on  Twitter:  @marthaheller. 


Machine  learning  lets 
our  talented  people 
work  on  things  that 
make  a  difference. 
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Cabling  System  Simplified 


21st  Century 

Pre-term  i  natec 

Patch  Panel  System 


Introducing  Cablesys’  Simplified  Cabling  System  - 
Pre-terminated,  Pre-bundled,  Pre-labeled,  and  Ready-to- 
go.  With  a  single  screwdriver  you  can  install  the  patch 
panels  in  minutes  without  the  need  to  hire  additional 
certified  technicians  or  wait  for  materials  from  multiple 
vendors.  Order  direct  from  Cablesys,  most  orders  ship 
within  five  days'  with  free  shipping  over  $992.  Better  yet, 
each  Simplified  Cabling  System  comes  with  a  15  year 
end-to-end  performance  warranty  right  out  of  the  box. 


One  screwdriver,  15  year  warranty J,  installed  in  minutes, 
and  save  50%4  or  more.  This  is  the  21st  century  Cabling 
System  -  Simplified. 


It  is  the  21st  century  and  life  should  be  simpler,  faster, 
and  better.  Why  pull  cables,  punch  down  panels  and 
complicate  your  data  center  cabling  project?  It’s  time  to 
look  into  a  21st  century  cabling  system  solution. 
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dtSearch's  document  filters 
support  popular  file  types,  emails 
with  multilevel  attachments, 
databases,  web  data 


Highlights  hits  in  all  data  types; 
25+  search  options 


With  APIs  for  .NET,  Java  and  C++ 
SDKs  for  multiple  platforms. 

(See  site  for  articles  on  faceted 
search,  SQL,  MS  Azure,  etc.) 


Visit  dtSearch.com  for 

•  hundreds  of  reviews  and 
case  studies 

•  fully-functional  enterprise  and 
developer  evaluations 


The  Smart  Choice  for  Text  Retrieval®  since  1991  www.dtSearch.com  1-800-IT-FINDS 
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iFast  Enterprises,  LLC  seeks  a  Lead 
Implementation  Specialist  in  Colum¬ 
bia,  SC,  Centennial,  CO  and  any  other 
unanticipated  location  in  the  U.S. 
Applicant  must  be  willing  to  travel  and  work 
at  various  locations  throughout  the  U.S. 
that  cannot  be  anticipated.  For  a  full  Job 
Description,  please  visit  the  Fast 


/ - \ 

Link  to  more  than  60,000 
members  of  the  CIO  community. 


Enterprises  career  website  at 
http://www.fastenterprises.com/.  Please 
submit  resumes  to  llloyd@gentax.com. 


Labor  Certification  Ads 


The  CIO  Forum  is  where  members  of 
the  CIO  community  can  connect  and 
collaborate  to  move  their  business 
technology  initiatives  and  careers 
forward.  If  you  are  a  senior  IT 
professional,  we’d  love  to  have  you 
join— apply  for  membership  today. 

Visit  www.cio.com/Linkedln 


Are  you  an  individual,  agency  or  law  office  needing 
to  place  ads  to  fulfill  legal  requirements? 

Let  us  help  you  put  together 
an  efficient,  cost  effective  program  that  will  help 
you  place  your  ads  quickly  and  easily. 


For  more  details,  contact  us  at: 

888.455.4646 

lT|careers 


Didn’t  find  the  IT  career 
that  you  were  looking  for? 


Check  back  with  us  for  fresh  listings  placed 
by  top  companies  looking  for 
skilled  professionals  like  you! 


ITlcareers 


IT  careers 


Project  Lead  (Sacramento):  Responsible 
for  development  of  application  using  Mi¬ 
crosoft  SQL  server,  business  intelligence 
development  studio,  SSIS,  SSRS,  SSAS, 
Power  pivot,  Oracle  PL/SQL  and  Unix. 
Responsible  for  leading  the  onsite/off¬ 
shore  team  and  his  duties,  team  coordi¬ 
nation,  interacting  with  client,  involve  in 
architectural  decisions,  working  with  busi¬ 
ness  to  understand  the  requirements  and 
translating  them  into  project  requirements, 
estimation  of  work,  development  of  ap¬ 
plication  components,  implementation  of 
large  scale  projects,  performance  tuning 
and  production  support.  Responsible  for 
meeting  with  the  client  management  pro¬ 
viding  them  status  and  discussing  current 
issues,  risks  and  future  enhancements. 
Also  use  VB.Net,  COBAL,  Micro  focus 
COBOL,  Micro  focus  next  express,  JCL, 
IDMS,  DB2,  VSAM,  Quality  Center  and 
IBM  rational  portfolio  manager.  Will  super¬ 
vise  two  employees,  should  be  willing  to 
travel  and  relocate.  Bachelors  with  Engg 
(any),  Sci,  CS  with  one  year  of  experience 
is  required  in  the  related  field.  Send  2 
copies  of  Resumes  to  Attn:  HR  Dept:  Key 
Business  Solutions,  Inc.,  4738  Duck  horn 
Dr,  Sacramento  CA  95834. 


For  more  details, 
contact  us  at: 

itcproduction@itcareers.net 
or  888-455-4646 
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Subsystem 

People  who  dine  at  chain  restaurants  expect  menus  and  food  quality  to  be  the  same  at  every  location.  For 
Jersey  Mike’s  Subs,  the  need  for  consistency  extended  beyond  footlong  sandwiches  to  the  technology  at  each  of 
its  more  than  1,500  locations.  “We  didn’t  want  sporadic  systems  out  there  and  we  didn’t  want  to  have  to  build 
interfaces  to  convert  data  into  one  central  database,  so  we  set  out  to  build  our  own,”  says  CIO  Scott  Scherer. 
The  Jersey  Mike’s  IT  team  developed  a  single,  proprietary  point-of-sale  system  for  all  franchisees,  regardless  of 
their  technology  situation  or  aptitude.  The  system  integrates  sales,  purchasing,  customer  service  and  loyalty 
data,  allowing  each  restaurant  to  manage  supply  chain  and  operations  efficiently.  With  all  of  that  data  in  one 
system,  users  can  pull  reports  on  everything  from  sales  to  food  costs  and  labor  expenses.  And  having  a  uni¬ 
form  IT  setup  helps  the  company  move  faster  when  opening  new  stores  or  integrating  new  technologies  like 
Apple  Pay.  Thanks  to  the  POS  tool,  Jersey  Mike’s  was  able  to  open  155  new  locations  in  2014,  improve  customer 
satisfaction  scores  and  decrease  food  and  labor  costs  by  2  to  4  percent.  —Lauren  Brousell 
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Navigate  your  way  to 
the  3rd  Platform  with 
IDC  DecisionScapes 


IDC  PeerScape  IDC  MarketScape 


Getting  from  the  2nd  to  the  3rd  Platform 
Is  major  transformation  for  a  business. 


i ca 


IDC  MaturityScape 


IDC  MaturityScape 
Benchmark 


DecisionScapes/  'DCEdgeScape 


IDC  PlanScape 


IDC  FutureScape  IDCTechScape 


IDC  DecisionScape  methodologies  align 
with  the  various  stages  of  decision 
making.  They  enable  IT  executives  to 
make  better  Informed  strategic  decisions. 


Optimize 

Refine  and  Manage 
rechnology  Initiative 


Analyze  the  Future 


5  Speen  Street 
Framingham,  MA  01 701 
+1.508.872.8200 

idc.com/itexecutive 


Keep  everything  in 
Keep  everyone  out 

with  defense-grade  security 


Equipped  with  Samsung  KNOX™*,  the  Samsung 
Galaxy  S6  edge  is  the  best  mobile  security 
solution  for  your  business.  Store  your  most 
confidential  files  in  separate  work  and  personal 
partitioning  containers**  and  prevent  unwanted 
access  with  layers  of  identification  technology. 
Work  on  anything  from  anywhere  knowing 
that  no  matter  what  happens  your  business 
will  be  protected. 

Visit  samsung.com/galaxys6business 
to  learn  more  y 


SAMSUNG 

Galaxy 

S6  edge 


Office 

Mobile 


Phone  Salesforce  KNOX 


‘Full  Samsung  KNOX  suite  available  for  additional  licensing  fee.  "Requires  additional  fmo' download  from  My  KNOX.  ©  201 5  Samsung  Electronics  America,  Inc.  Samsun;  i  Galaxy  S.  KNOX  ■■ 
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